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Frequently Asked Question

What have green power leaders done 

to successfully market and leverage

their green power purchases?

Businesses want to know
upfront what marketing their
green power purchase can do
for their companies.
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Marketing Strategy is part of 
the Business Case

Purchasers
– Ask your vendors support 
your marketing efforts with 
examples, facts, and 
experience
– Bring your own marketing 
departments in on your 
purchasing decision

1 – Marketing value can 
exceed energy or 
environmental value.
2 – Unlikely to be 
negative.

1 – Your customers’ 
marketing budgets are 
larger than yours.
2 – Your customers 
won’t find marketing 
their purchases obvious.

Vendors
– Work with purchasers to 
make explicit ‘secondary’ 
marketing plans
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Growth of Cause Marketing

Increases in spending on cause marketing
Neutral companies have a lot to gain
Brand affinity to a cause helps 
Integrated as component of business strategy
Various benefits to companies
– Promotes employee loyalty/ Employees see company ‘walk the talk’
– Brand differentiation
– Create competitive advantage by increasing product value
– Bottom-line impacts
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Consumers Consider 
Companies’ Commitments

Post-9/11 Pre-9/11

“A company’s commitment 
to social issues is 
important when I decide 
…”

July 2002 October 
2001

March 2001

Which companies I want to 
see doing business in my 
community

84% 80% 58%

Where to work 77% 76% 48%

Which stocks or mutual 
funds to invest in

66% 63% 40%

Source: 2002 Cone Communications Corporate Citizenship Survey, U.S Consumers
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Social Responsibility and 
Buying Decisions

Source: MORI Research, UK Consumers

46%42%Fairly Important

24%44%Very Important

19972002

“When forming a decision about 
buying a product or service from a 
particular company, how important is it 
that it shows a high degree of social 
responsibility?”
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Marketing Strategies

Internal communications
External communications
– Press
– Website
– Events/Facilities

Paid Advertising
Branding products made from green power
Co-marketing with your vendor/provider’s 
product
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Marketing Messages
Landmark your Purchase: First/largest purchase in state/sector

Align your Purchase with Your Business Strategy
– Save money, Meet environmental/CSR objectives, local economic development
– Use senior management quotes (purchase || company’s business objectives)

Quantify Environmental Impact of your Purchase
– Accurately describe magnitude (Use EPA Power Profiler or other trusted source.)
– Relate to consumers: # of trees, # of cars off road, hours of light bulb burning

Provide sufficient educational and technical information
– Explain Green Electricity, Solar Power, etc.
– Provide information on kWh and MW

Add Credibility to Your Message through Partnerships identification
– Use environmental groups or U.S. EPA to speak to environmental impact and 

importance of purchase
– Use Logos from EPA/Green Power Partnership, Green-e, 

Vendor, or Other Orgs. to back up your claims



9

Internal Communications

Employee’s will be proud of the purchase 
and will help spread the word
Use as an educational opportunity

Opportunities
Newsletters
Employee meetings
Employee intranet
Lobby posters
Brochures about 
purchase
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Press Releases
Identify appropriate Press Angle and 
appropriate messages
Work with partners for press ideas
– Vendors
– Green Power Partnership
– Certification programs

Work press releases to maximize earned 
media hits Opportunities

Earth Day
Environmental Reports
Signing-up (Ribbon-cutting) 
Ceremonies
Regional recognition events
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Website
Use dedicated part of website to 
communicate your purchase to your 
customers and stakeholders
– Provides in-depth, accurate information
– Adds credibility to action 
– Inspires consumers/other cos. to take action

Use website to link to 3rd parties
– Additional environmental education sources or
– Your vendor’s website Opportunities

Link off home page
Link off press page
Link off environmental page
Link off “About Us” page
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Events/Facilities
Provide info. about your purchase during 
your participation in events
Provide info in your lobby/visitor center/front 
entrance

Opportunities
Lobby posters
Info displays at 
facilities/equipment
Ground-breaking ceremonies
Trade shows
Sponsored sporting or 
community events
CEO speaking engagements
Shareholder meetings
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Branding Green-Powered 
Products

“This product was made with green power.”
Test the message with your consumers, 
they’ll like it!

Opportunities
Product packaging 
Product website
Product advertisements
Trade show booths
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Don't Know
5%

Higher
69%

About The Same
25%

Lower
1%

Question: If you knew EBMUD was trying to 
maximize its own use of renewable energy, you 
opinion of EBMUD would be…

Customer Opinion Towards 
Branded Products

Source: ICF Consulting Research for EBMUD
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Co-Marketing with Vendor
Get your customers to sign up for green power
Shows your customers that you are taking the 
leading and showing them what they can do

Opportunities
Package/bill inserts
Counter-displays
Allow vendor to set up in-
store displays or sign-up 
tables
Surely your vendor has ideas!
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End-user Marketing Examples

Kinko’s 
Uinta

White Wave
Clif Bar

Ben & Jerry’s
Shaw’s

Lockheed Martin

Other Resources: Green Power Network website links, EPA Green 
Power Partnership Communications Toolkit
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Kinko’s

Source: Kinko’s, Company Advertisement
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Uinta Brewing Company

Source: Uinta Brewing
Product Advertisement

Uinta also partners with
provider on product inserts
that allow customers to sign
up for green power.
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White Wave

Source: White Wave
Side Panel of Product Packaging
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White Wave

Linked off 
home
Page, 
goes to 
dedicated 
page that 
links to 
partners

www.whitewave.com
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Clif Bar
www.clifbar.com

Linked off 
home
Page, goes 
to dedicated 
vendor’s 
page, or to  
Clif Bar’s 
environment-
al page
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Clif Bar

Handouts at 
Trade-shows, events
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Ben & Jerry’s

Inspires 
consumers 
to take action

www.benandjerrys.com, links to www.onesweetwhirled.org



24

Shaw’s

Landmark 
purchase
description
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Shaw’s

Logos lend 
credibility
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Lockheed 
Martin

Lobby Poster


